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THE CORN SITUATION 


From Francis S. Silver of the Silver 
Canning Company, Colora, Maryland, 
comes the following letter which may 
offer some solution to the situation in 
which the corn canners find themselves. 


October 8, 1956 
The Canning Trade 
Subject: “Who’s Crazy?” 


That question was recently asked us 
by a capable and friendly Buyer. 


With employment (over 66 million) 
and wages at an all time peak, and Con- 
sumers “buying more and better food in 
wider selection” (up 7 percent in Septem- 
ber) we Canners are acting like a bunch 
of hysterical fools in a theatre where 
someone yells “fire”. This should not be. 

Let’s consider some pertinent “Facts” 

1—Our carry over was only 2,130,000 
cases (10 percent below “normal”) this 
was further cut by reduced Trade Stocks 
(down 1,000,000 July 1st). 

2—Consumption for the past four 
years has averaged 35,000,000 cases and 
with the fine quality of this year’s pack, 
with 1.5 percent annual increase in popu- 
lation and 5 percent greater purchasing 
power should expand at least 7 percent 
(grocery average) or 2,500,000 cases to 
37,500,000 for this season and this figure 
can be further increased as will be shown. 

3—Our pack is reliably estimated by 
Trade Authorities at 40,300,000 cases. 
This to be sure, is an all-time high but 
should not prove unmanageable if intel- 
ligently promoted and sold. This requires 
common sense and “fair-play” by each of 
us Large and Small. We’re all in one 
boat and no one should “rock the boat.” 

4—Costs increased this year approxi- 
mately 9 percent or 25 cents to 27 cents 
per case due to higher minimum wages, 
two can advances (and November lst 
another) higher carton, label and freight 
and more nearly “parity” grower pay- 
ments. These were fortunately somewhat 
offset by better yields and reduced over- 
head due to increased quality production. 

5—Fancy No. 303 Whole Kernel Corn 
should sell at a “parity” of $1.77% per 
dozen (basis $1.00 for No. 2’s 1934-39 
base period average). N.C.A. statistics 
‘55 proved prices 29 percent too low vs. 
“Cost of Living Index”. Canners surely 
are entitled to their fair share of our cur- 
rent National Prosperity. 

6—Prices should be somewhat lower 
than “Parity” this season too:— 


(a) promote maximum consumption, 
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(b) to pass on to the public the savings 
of high yields and reduced over- 
head, 


(c) to discourage over-planting in ’57 
and so restore a supply and de- 
mand balance. 


However there is no sense and cer- 
tainly no dollars to permit a 3 to 5 mil- 
lion case surplus worth $10 to $15 million 
to depress our markets $30,000,000. This, 
if it were not so sad a fact, would be 
ridiculous. It would be cheaper to destroy 
5,000,000 cases and make $15,000,000 
more money. Better and wiser still to 
“Freeze” and carryover (under bond if 
feasable) a like quantity for sale next 


SPECIAL CORN MEETING 


National Canners Association has 
called a special meeting of corn canners 
to be held in the Astoria Room of the 
Conrad Hilton Hotel, Chicago, at 2:00 
P.M. on Thursday, October 18, to discuss 
promotion and merchandising efforts, and 
other programs for moving the canned 
corn pack. 


Octcber 15, 1956 


season when crops may be less bountiful 
and cost certainly much higher. This is 
something our largest and strongest com- 
panies should undertake as an Industry 
responsibility. 

We have reviewed some “Facts”—now 
let’s consider some possible intelligent 
“action”. 

1—The larger quality pack must be 
financed for orderly distribution. Banks, 
Can Companies and other major creditors 
should “sit tight” and reserve any “strin- 
gency” to 1957 production plans to insure 
an early balance of supply and demand. 
This should be handled by a “Finance 
Committee”. 

2—Additional credit is essential to fi- 
nance the increased pack. This can be 
best be supplied, since most banks were 
“loaned up” by Small Business Adminis- 
tration Loans, on an individual but uni- 
form basis on canners excess inventories. 
These loans should be administered by 
Local Banks who would and should par- 
ticipate. For collateral purposes such 
loans should be extended at 70 percent 
(The Federal Reserve Rate) of intrinsic 
(i.e. replacement) value. 


3—Maximum consumption should be 
promoted by: 


(a) reasonable and stable prices. Cal- 
pac named a wise and sound tho’ 
quite low “opening price” which 
should be maintained throughout 
the year and religiously respected 
by large and small alike. 

(b) maximum advertising by 
companies. 

(c) maximum promotion by CMI with 
widest possible canners participa- 
tion and Steel and Can Co. sup- 
port. (Under consideration) 

(d) expanded Public use i.e. QMC— 
School Lunch—and CCC purchase. 
(under consideration) 

(e) USDA promotion thru “Plentiful 
Foods” listing on “Farm and Home 
Hour”—a 1,000,000 case potential. 
(requested) 

(f) National Chain Store Assn. and 
Super Market Institute and Na- 
tional Wholesale Grocers active 
“promotion” —a truly “Quality 
Bargain.” 
They must keep their canners alive or 
dance to the tune of monopoly. 

4—Irresponsible, capricious and preda- 
tory selling by major companies now 
producing well over 50 percent of Na- 
tional packs should be closely scrutinized 
by Federal Trade Commission to discour- 
age below cost selling of non advertised 
or BUYER’S LABEL merchandise at 
wide and abnormal differentials below 
their Featured Brands. This kills off in- 
dependent competition and tends to cre- 
ate monopoly—an anti-social if not in- 
deed an actionable offense. 

5—The Industry should organize by 
areas and area chairman should join at 
the National level into National operat- 
ing committees on: 

(a) Finance on 

(b) Promotion and on 

(c) Procurement to coordinate and in- 
sure a uniform and intelligent solution 
of our present problem. 

Conclusion: I have recited a few 
“Facts” and outlined a few “courses of 
action” (there are undoubtedly others) 
which if adopted could readily and rapid- 
ly restore the corn industry and its mar- 
ket to a sound and wholesome condition. 

We in the Tri-States are working ac- 
tively along all these lines and bespeak 
the whole-hearted cooperation of each 
and every Company in each and every 
Area. 

Let us prove that we are an honorable 
and intelligent Industry and not a help- 
less and senseless mob. 


Very sincerely, 
F. S. Silver 
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PHILADELPHIA PROJECT 


Multi-Packs Increase Sales 
NCA Test Shows 


When multi-unit packages of three 
cans of corn plus single cans and six-can 
multi-packs plus single cans were avail- 
able on grocery store shelves, the num- 
ber of cans of corn sold per thousand 
checkouts was higher than for any other 
shelf stocking arrangement attempted in 
the National Canners Association’s first 
product experiment on multiple packag- 
ing undertaken for an eight-week period 
early this year in selected supermarkets 
of the American Stores Co., Philadelphia. 
When 3-can and 6-can multi-packs plus 
single cans were available, sales were 27 
percent and 31 percent respectively above 
those of the normal single can shelf 
stocking method. 


The report of this experiment has been 
published by NCA as “The Philadelphia 
Project Report No. 2: Canned Corn Mul- 
tiple Packaging Test”. It will be followed 
at intervals by reports on multiple pack- 
aging tests of other products, including 
soup, evaporated milk, tuna, cranberry 
sauce and applesauce. NCA’s study of 
the effect of multiple packaging on the 
sale of canned foods is being made in 
cooperation with American Stores Com- 
pany and the Container Corporation of 
America, whose resources have been 
made available as a contribution to the 
development of the packaging industry. 


THE MULTI-PACK TEST 


The canned corn multi-pack experi- 
ment was performed using all corn 
stocked by American Stores in the No. 
303 can size and included both cream 
style and whole kernel, golden and white. 

Using the Latin Square technique of 
arranging the experiment, multi-packs of 
three, four and six cans were displayed 
on store shelves, each individually, and 
each with and without single cans also 
stocked. 


Results of the study indicated that 
multi-packs of canned corn should be 
used in combination with single cans, not 
in lieu of single cans. When single cans 
were not available, nearly 30 percent 
(29.8 percent) of the sales were from 
brcken cartons. 


Findings indicate that both three-packs 
plus single containers and six-packs plus 
single containers resulted in sales that 
were significantly higher than sales of 
single cans alone (at odds of 19 to 1). 
When four-packs and six-packs alone 
were displayed on the shelves, sales from 
intact cartons were less than for single 
cans alone. 


Cream style and whole kernel corn 
showed essentially the same response to 
the different multi-pack treatments, but 
different brands responded differently. 


In this experiment the only factor 
tested was the effect on sales of the 
multi-unit package. No price advantage 
was offered to the consumer, nor was 
there any advertising, promotion or pub- 
licity given to the experiment. 


MAY CHANGE BUYING HABITS 


As NCA states in its published report, 
“Tt is possible that a more exhaustive test 
of multiple packaging over a_ longer 
pericd of time would result in changes 
in consumer buying habits, and it might 
not be necessary to continue to stock 
single cans on the shelf at the same time 
multi-packs are available. It is also pos- 
sible that consumers expect some price 
advantage when buying in multiple units, 
and such a price differential was not 
tested in this study. If the history of the 
multiple packaging of beverages is at all 
comparative, then both of these factors 
are very important in multi-unit selling. 


GETTING THE FACTS 


There seem to be sufficient sales in- 
creases in the 3-pack and 6-pack plus 
single can treatments to demonstrate the 
merchandising effectiveness of multiple 
packaging. The increased visibility of 
the product on the shelf and the billboard 


effect of the package itself appear to 
have delivered their promotional impact 
in terms of increased sales. 

Although many studies and case his- 
tories of the general benefits of multiple 
packaging have been made, there has not 
been an adequate number of carefully 
planned experiments to accurately test 
its effect on the sales of canned foods. 
The question of whether or not multiple 
packaging of canned foods would increase 
sales has been an important one facing 
canner, wholesaler and retailer for sev- 
eral years. The Philadelphia Project mul- 
tiple packaging test, which has used corn 
as its first product experiment, has been 
designed and is being executed with the 
objective of providing the facts necessary 
to answer this question. 


As Carlos Campbell, Executive Secre- 
tary of the National Canners Association, 
has pointed out in commenting on the 
corn report, ‘““‘We are well aware of the 
many factors which influence the con- 
sumer in buying or not buying a product 
at the point of sale. We are aware that 
all of these factors—and possibly others 
—are important in a decision to make a 
multi-unit purchase. It is the aim of our 
multiple packaging experiments to test 
the effect of these factors conclusively 
enough so that both canners and retail- 
ers can have confidence in the accuracy 
of our findings.” 


The actual study, assembly and analy- 
sis of findings, and research conclusions 
were under the Direction of the N.C.A.’s 
Division of Statistics, using the services 


’ of the full time N.C.A. employee sta- 


tioned at American Stores in Philadel- 
phia, along with full cooperation of the 
Acme personnel. The Container Corpora- 
tion of America was a third cooperator, 
supplying the multi-packs utilized in the 
tests. The editorial organization of the 
report and its presentation were handled 
by the Dudley-Anderson-Yutzy organiza- 
tion, the agency acting for N.C.A. in its 
C.&T.R. activities. - 


The Canning Industry’s 
Place In World-Feeding 


“Although the canning industry alone 
cannot solve the total world-feeding 
problem, it can be a very potent factor 
towards its. solution,” stated J. M. 
Heinen, packaging engineering manager 
of Continental Can Company’s Metal Re- 
search and Development Center, in a Sep- 
tember talk on “Current Problems in 
Canning Technology” at the 3rd Inter- 
national Congress on Canned Foods in 
Rome, Italy. 


“The magnitude of the problem of 
adequately feeding an _ ever-increasing 
world population is of tremendous im- 
portance, challenging every segment of 
the food industry,” said Mr. Heinen. “The 
problem is complicated by the imbalance 
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between food production and the popu- 
lation that must be fed. The seriousness 
of the problem is even more apparent 
when one considers that two-thirds of the 
world’s population is undernourished,” he 
reminded. 


Mr. Heinen pointed out thats varying 
degrees of progress are being made in 
coping with the problem through more 
intensive farming, extending areas al- 
ready under cultivation and synthesizing 
foods from other than natural sources. 
Although the most obvious and practical 
approach to solving the problem lies in 
increasing the amount of available food, 


(Continued on Page 18) 
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SALES & PROMOTION 


J. E. Baldwin (left), Continental Can Company sales manager- 
packers cans, and his associate, T. V. Carley district sales man- 
ager of the Boston area discuss the Cranberry Harvest Festival 
with Cranberry Princess Silver Foot, and Indian Brave Muskrat. 
The Ninth Annual Festival which celebrated harvest time for 
the nation’s $40,000,000 cranberry crop was held Sunday, Sep- 
tember 30 at Edaville South Carver, Mass. The National Cran- 
berry Association, which sponsors the event, markets more than 
60 percent of the total U. S. cranberry crop under the brand 


name “Ocean Spray.” 
breaking crowd of 26,000 people. 


This year’s festival attracted a record- 


Huge Chain Promotion 


Purity Stores, Ltd., with 103 food 
stores throughout Northern California, 
is blasting off its autumn sales drive dur- 
ing September-October with one of the 
largest Hawaiian Holiday sales promo- 
tion events ever staged in the area. 


Purity’s Hawaiian Holiday promotion 
will present is customers with ten fabu- 
lous two-week trips to Hawaii, each for 
two people. Winners will fly to Honolulu 
on Transocean Airlines, stay at the plush 
Royal Hawaiian Hotel on Waikiki Beach, 
and return on Matson’s luxury liner 
“Lurline.” 


The Company is also bringing authen- 
tic Hawaiian glamour into the promotion 
in the exotic person of Miss Hawaii of 
1956, who will visit some of the Purity 
Stores during the promotion. Miss Ha- 
waii—who is Miss Jere Wright of Hono- 
lulu—is returning to the islands from the 
Miss America contest in Atlantic City. 


Purity Stores is backing the promotion 
with one of the largest, most aggressive 
newspaper and radio advertising pro- 
grams in its history. 

All of the company’s 103 Northern 
California stores are “going Hawaiian” 


for the event, with store-wide decora- 
tions of brightly colored Hawaiian at- 
mosphere material. Stores are filled with 
special Hawaiian product displays in 
grass shacks and Hawaiian huts. Hawai- 
ian leis, posters and palm fronds aug- 
ment store banners, wire hangers and 
shelf cards. Store personnel, decked out 
in Hawaiian “aloha” shirts, cocoanut hats 
and leis, see that each customer fills out 
an entry blank on each visit to the stores. 


Both Hawaiian and mainland food 
products are featured in the stores’ spe- 
cial sales. Food companies participating 
are C & H Sugar, Dole Hawaiian Pine- 
apple, Libby, McNeill and Libby, Pills- 
a Mills, Kraft Foods, and Pet Milk 

0. 


Transocean Airlines is flying the win- 
ners to Hawaii. While there, the winners 
will be guests at Matson Navigation Co.’s 
famous Royal Hawaiian Hotel, and will 
enjoy a leisurely four-and-a-half day 
ocean voyage home on Matson’s luxury 
liner “Lurline.” The Hawaii Visitors 
Bureau is planning an exciting Hawai- 
ian holiday itinerary for winners during 
their island vacation. 


New Food Chain—Savoy Foods, Inc., 
Chicago, has awarded an exclusive dis- 
tributing franchise to Dearborn-Economy 
Wholesale Grocers to establish a new vol- 
untary retail food chain in the Chicago 
region. Dearborn-Economy will sponsor 
a new cost-plus group to be known as 
Savoy Stores, named after and featuring 
the 94-year old Savoy Food Brand, which 
heretofore has been sold only through in- 
dependent stores. Reports have over 600 
Chicago grocers intending to join the new 
cost-plus group, which requires no dues, 
investment, deposits, or advertising 
charges. 


Curtice Brothers Company, Rochester, 
New York packers, have entered into the 
largest newspaper advertising campaign 
for their “Blue Label” foods, in the his- 
tory of the company. Plans call for a 
continuous campaign of large space 
newspaper advertising in all key New 
England markets. Vice-President F. J. 
Miller and Sales Manager Al G. Fox dis- 
closed the plans to members of Arthur 
G. Curren Company, New England food 
brokers, and other representatives in the 
New England area, at a recent sales 
meeting held in Boston. 


A package redesigning program which covers labels, closures 
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and shipping cartons has recently been completed by the Mount 
Olive Pickle Co., Inc., Mount Olive, N. C., for the company’s 
complete line of pickle products. Uncluttered, four-color label 
follows modern merchandising trend toward focusing attention 
upon brand and product identity to assure instant shopper recog- 
nition. New closure design bears the admonition, “Se~ve With 
Sandwiches,” and features extra-large price marking space for 
dealer convenience. “Pickle Salesman” shipping carton was 
especially designed to help food retailers increase impulse sales 
of pickles threugh improved displays. Glass containers used by 
the company and manufactured by Owens-Illinois Giass Co.; 
closures by White Cap Co. Labels are supplied by Gamse Litho- 
graphing Co., Baltimore, Md. 
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Iowa - Nebraska Canners Association 
will hold its 55th Annual Convention at 
the Hotel Fort Des Moines, Des Moines, 
Iowa, November 9, 1956. The Board of 
Directors will have a dinner meeting on 
November 8. 


Indiana Canners Association — Mrs. 
Eleanor Mellis, Office Secretary at the 
headquarters of the Indiana Canners 
Association at Shelbyville, has resigned 
due to the transfer of her husband to an- 
other locality, and is being succeeded by 
Mrs. James Copeland, formerly with a 
law firm. Mrs. Copeland is the daughter 
of C. C. Mobley who built and owned the 
St. Paul Canning Company prior to sell- 
ing it to Stokely-Van Camp. 


Michael Weinstock has terminated his 
association with Springfield Sugar & 
Products Company of Springfield, Massa- 
chusetts, as head buyer, sales promoter 
and canned foods specialist. He had been 
with the concern more than 14 years, 
previous to which he had been with such 
firms as Krasdale Foods, Gerber Broth- 
ers, and Austin-Nichols, all of New York 
City. His future plans have not been 
announced, although he will remain in the 
food business. 


Dole Hawaiian Pineapple Company is 
centralizing all of its sales activities and 
personnel at its San Jose, California 
offices under Hal M. Chase, Director of 
Marketing. Customer Label Sales De- 
partment will be set up under the direc- 
tion of E. B. Woodworth, Vice-President 
and General Sales Manager, to handle 
sales for customers labels for products 
produced at the company’s Production 
Division at San Jose, and its new sub- 
sidiaries, F. M. Ball & Company at Oak- 
land, and Paulus Brothers Packing Com- 
pany at Salem, Oregon. C. R. Claytor, 
Sales Manager of F. M. Ball becomes 
Customer Label Sales Manager and con- 
tinues in charge of the Ball Company’s 
sales. Assisting Mr. Claytor will be Wil- 
liam H. Paulus, Sales Manager for 
Paulus Brothers products; Robert H. 


Smith, Sales Manager for California Pro-- 


duction Division Products; Charles J. 
Patterson, Jr., Sales Assistant for Ball; 
and Harold Prince, Assistant Customer 
Label Sales Manager for Paulus Brothers. 


SPENCER MEILSTRUP 


ROBERT REYNOLDS 


Diamond Crystal Salt Company—Spen- 
cer S. Meilstrup, General Sales Manager 
of Diamond Crystal Salt Company, St. 
Clair, Michigan, has been elected a Vice- 
President by unanimous action of the 
Board, it has been announced by Charles 
F. Moore, President. Mr. Meilstrup’s 
duties as General Sales Manager will re- 
main unchanged, but he takes on the 
added responsibilities commensurate with 
his executive office status. His promotion 
creates a new elective office in the salt 
company, that was formed in 1953 when 
the Moore family regained ownership of 
the 70-year old business by purchasing 
the company’s assets from General 
Foods, owners since 1929. 


David Thomson, secretary-comptroller 
of Tiedemann & MeMorran, Inc., whole- 
sale grocers of San Francisco, Calif., 
has been re-appointed a member of the 
San Francisco Parking Authority. He 
has served the: City for the past seven 
years and in this period has missed but 
four meetings of this body. 


Continental Can Co. — Howard G. 
Lewis, executive vice president of the 
Hazel-Atlas Glass Company prior to that 
company’s recent merger with Continen- 
tal Can Company, has been elected a vice 
president of Continental Can Company, 
in charge of the Hazel-Atlas Glass Divi- 
sion. Mr. Lewis, who has been associated 
with Hazel-Atlas since 1932, will continue 
to make his headquarters in Wheeling, 
West Virginia. He is a director of the 
West Virginia Manufacturers Associa- 
tion, and of the Wheeling Dollar Savings 
and Trust Company. He is also a trustee 
of the Ohio Valley General Hospital, 
Wheeling, West Virginia. 
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Harry Miller, Sales Manager of the 
Burt Machine Company, Baltimore, and 
President of the Old Guard Society, has 
been confined to Johns Hopkins Hospital, 
Baltimore, for the past week with an in- 
testinal infection. He is _ progressing 
nicely, according to latest reports. 


Industrial Leaders — On the basis of 
sales, seven canning firms are ranked 
among the nation’s 500 largest industrial 
firms, according to “Fortune” magazine. 
They are: Campbell Soup Company, Lib- 
by, MeNeill & Libby, H. J. Heinz Com- 
pany, California Packing Corporation, 
Stokely-Van Camp, Gerber Products, and 
Hunt Foods. 


Taylor Instrument Cos.— Robert B. 
Reynolds, salesman and sales executive 
with the company since 1940, has been 
appointed Industrial Sales Manager of 
the Chicago branch where he will be in 
charge of all industrial sales operations 
in the region which includes Minneapolis, 
Milwaukee, and Kalamazoo areas. 


Libby, McNeill & Libby has appointed 
David R. Graff, who has been in charge 
of the company’s baby foods advertising, 
to Manager of Public Relations. 


New Jersey Farmers Week—New Jer- 
sey Farmers Week will be held at Tren- 
ton, January 21 thru 26, 1957. 


Pfaudler Company, Rochester, New 
York, has announced the assignment of 
Bruce T. Clarke to the Manhattan New 
York sales territory with offices in Hobo- 
ken, New Jersey, to handle the sale of 
Pfaudler’s line of glassed steel and alloy 
processing equipment for the dairy, food, 
chemical and brewery industries in that 
area. 


Owens-Illinois Glass Co.—Formal dedi- 
cation of the new glass container plant 
near Portland, Oregon, will take place on 
Thursday, October 18, when state, civic, 
and business leaders will join with com- 
pany officials at this newest Owens-Ill.- 
nois installation. 


C. E. Wolff, formerly with F. M. Bal 
& Co., Oakland, Calif., has joined th» 
food brokerage firm of Barth & Co., 57) 
Sacramento St., San Francisco, Calif. 
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Merger Completed— The merger of 
Owens-Illinois Glass Company and Na- 
tional Container Corporation was con- 
summated last week when necessary 
agreements were filed in the respective 
states of incorporation. Samuel Kipnis, 
former President and Directcr of Na- 
tional Container, becomes a member of 
the O-I Board. Hugh C. Laughlin, O-I 
Executive Vice-President and Director, 
becomes President of National Container 
Mill Division of O-I, which will operate 
the paperboard mills and bag plants, and 
of National Container Ccrporation, a new 
wholly owned O-I subsidiary, which will 
operate the corrugated shipping con- 
tainer plants. 


GREEN BEAN FLAVOR 
PREFERENCE 


Professors Paul Buck and K. G. Weckel 
of the University of Wisconsin, have con- 
ducted a study which indicates that a 
statistically significant proportion of con- 
sumers prefer green beans packed in 
brine containing 3 percent salt. The cur- 
rent practice of canners is to use only 
1 or 2 percent salt. With the 3 percent 
salt a slight preference for 1 percent 
sugar is also indicated in the results of 
the study. 


Col. R. H. Rowe, Vice President and 
Secretary of the U. S. Wholesale Grocers 
Association honored on the occasion of 
his 80th birthday. A surprise luncheon 
was held for him by the National Food 
Brokers Association in the board room of 
its new Headquarters Building. Friends 
attending presented Mr. Rowe with a sil- 
ver momento. In the picture above are 
W. W. Marsh (left), Executive Secretary 
of the National Tire Dealers and Re- 
treaders Association who made the gift 
presentation on behalf of the group; Mr. 
Rowe (center); and Henry Bison (right), 
Counsel for the National Association of 
Retail Grocers who spoke for the food 
industry representatives present. 


DEATHS 


Clarence Birdseye, 69, inventor of the 
quick freezing process for foods, which 
he developed while he worked as a fur 
trader in Labrador, died on Sunday, Octo- 
ber 7, in the Grammercy Park Hotel, New 
York City, of a heart attack. Mr. Birds- 
eye, who has a large Colonial home over- 
looking the ocean at Gloucester, Massa- 
chusetts, had been a resident of the hotel 
for about a year. He had been recuperat- 
ing from a heart ailment which he suf- 
fered about a year ago. Six years ago he 
sold his quick freeze process to General 
Foods for $22 million. 


William T. Silver, 38, design engineer 
for A. K. Robins & Company of Balti- 
more, food machinery manufacturers, 
and well known to Canners in the Tri- 
State Area, and especially in the mush- 
room growing area of Pennsylvania, died 
at his home in Harundale near Glen Bur- 
nie, Maryland, of a heart attack early on 
Saturday morning, October 6. He is sur- 
vived by his wife and daughter. 


Garnet McCandless, Secretary-Manager 
of the Ontario Food Processors Associa- 
tion, died on Saturday evening, October 6, 
after a prolonged illness. Mr. McCand- 
less resided at 2133 Munden Road, Mun- 
den Park, Port Credit, Ontario, Canada. 
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STEM CAM BE PLACED AT ANY ANGLE 


Palmer Thermometers, Inc., Cincinnati 
12, Ohio has announced an entirely new 
feature for 342” and 4!” dial thermom- 
eters. In addition to the regular pointer, 
a red pointer showing maximum and a 
green pointer showing minimum read- 
ings. They are easy to read—easy to 
reset—and provide an accurate indica- 
tion of high or low temperature over any 
given period of time. The two pointers 
can be reset as often as necessary. 


NEW FILLING MACHINE 


A new principle of food delivery and 
volume control in the Solbern Tumble 
Filler is incorporated in their revolution- 
ary automatic filling machine which will 
pack whole plums, apricots, potatoes, 
unions, stuffed olives, beef stew, and all 
cut foods wet or dry. 

The Tumble Filler will handle the very 
smallest up to No. 10 can or one quart 
jar at speeds of 150 to 200 per minute. 
Floor space is only 8 feet by 4 feet. 


Complete changeover and _ cleaning 
from one food to another is made in 5 
minutes. Container sizes may be changed 
in a minute! 


The Tumble Filler incorporates an 
automatic spill-out tipper and vibrator, 


NEW EQUIPMENT 
AND 
SUPPLIES 


to control and to allow food to settle in 
the container without bruising. 

This revolutionary packer con- 
structed of sturdy and sanitary stainless 
steel throughout. 

For further informaticn, contact Sol- 
bern Manufacturing Corporation, 120 
13th Street, Brooklyn 15, N. Y. 


The Solbern Packing Equipment show- 
ing new Tumbler Filler, Conveyor Feed, 
Hopper, Barrel Lifter and Dumper. 


This actuated anvil super heavy duty 
carton stapler, Model SHD, is announced 
by Container Stapling Corp. of Herrin, 
Manual operation with pneumatic 
construction insures rugged, dependable 
service, reducing maintenance and repair 
to a negligible factor. The chassis ‘s 
manufactured of stainless steel to elimi- 
nate rust in excessively humid agricul- 
tural field packaging and to minimize 
e rrosion in industrial applications sub- 
to noxious fumes. 


Corn Products Refining Company — 
John M. Krno, Vice-President of the Corn 
Products Sales Company, has been ap- 
pointed Manager Bulk Sales Development 
and will be responsible for planning and 
coordinating sales programs on all new 
additions to the company’s bulk product 
line. These duties will also extend to 
major sales development activities on 
existing products. David E. Linn, for- 
merly Assistant Manager of the Sales 
Service Department, succeeds Mr. Krno 
as Manager of Sales Service. 


Chicago, Illinois. 
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The Roswe!l “super” preheater, is an automatically controlled 
unit specifically designed to process foods at unusually high tem- 
peratures unattainable in other heat exchange equipment, with- 
out impairment of product flavor, bedy, and texture. This equip- 
mert is manufactured by Chicago Stainless Equipment Corp., 
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FLORIDA MEETING 


PROGRAM 
25th Anniversary Meeting 
FLORIDA CANNERS ASSOCIATION 


Hollywood Beach Hotel, Hollywood, Florida 
October 24-27, 1956 


ANSLEY WATSON, President 
Florida Canners Association 


WEDNESDAY, OCTOBER 24 FRIDAY, OCTOBER 26 
) 9:30 A.M.—Registration 9:00 A.M.—Men’s Golf Tournament 
2:30 P.M.—Directors Meeting, Florida Canners Association 12:30 P.M.—Luncheon around pool, Des Jardins Water Troup 
> 2:30 P.M.—Citrus Processors Association, Executive Meeting 2:00 P.M.—Presentation of Awards to Industry Pioneers by the 


Honorable Spessard L. Holland, U. S. Senate 


3:30 P.M.—Bingo Party for the Ladies sponsored by Associate 
THURSDAY, OCTOBER 25 Members 


9:30 A.M.—Quality Advisory Committee Meeting 6:00 P.M.—Cocktail Party sponsored by Florida Canners Asso- 


ciation, Southwest Gardens; Barbecue around pool 
9:30 A.M.—Traffie Advisory Council Meeting 8:30 P.M.—Entertainment headed by Dennis Day, Mayfair 
10:00 A.M.—Citrus Processors Association, Directors Meeting Room 


» 10:00 A.M.—Associate Members Meeting 


ATURDAY, OCTOBER 27 
11:00 A.M.—Florida Section, Institute of Food Technologists sees . 


8:00 A.M.—Deep Sea Fishing Trip 
11:00 A.M.—Boat Trip and Luncheon for the Ladies 
2:00 P.M.—Televised Football Game, Notre Dame vs. Oklahoma 


6:00 P.M.—Cocktail Party sponsored by Associate Members, 
Pageant Room 


12:30 P.M.—Industry Luncheon (prominent speaker to be 
named), Mayfair Room 


5:30-7:00 P.M.—Cocktail Party sponsored by American Can Co., 
Continental Can Co., Crown Can Co., and Citrus 
Processors Association (Humorous skit involving 


living past presidents of Florida Canners Associa- 7:30 P.M.—Banquet and Dinner-Dance, Skinny Ennis Orches- 
tion to be presented), Mayfair Room tra, Mayfair Room 


Carlos Campbell (right), Executive Secretary of the National 
Canners Association, addresses the 162 editors at the NCA meet- 
ing of the Newspaper Food Editors Conference, giving them 
facts about the canning industry. While he talks to the editors, 
gathered at the Waldorf-Astoria Hotel, New York, from all over 
the country, Teresa Madden (left), home economist, prepares 
corn for home canning to illustrate the work involved in doing 
this operation at home and to show how much time commercial 
corn canning saves American women. During the hour-long 
presentation, Mr. Campbell outlined the specific services NCA 
renders the canners and the public; he briefly described the labo- 
ratories, raw products research, statistics division, labeling proj- 
ects and consumer services. The editors saw NCA’s 13-minute 
film about the canning industry, “The Three Squares,” and every- 
one present at the session took home a record made by NCA, 
touching on events and songs of the last half century and com- 
memorating the Association’s 50th anniversary. 
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For 25 years, the Florida Canners Asso- 
ciation has been a primary factor in the 
rapid growth of Florida’s $350 million 
citrus industry. This organization has 
explored new markets, developed prod- 
uct uses and devised profitable by- 
products. 

Throughout this same period, Ameri- 
can Can Company has worked closely 
with the Association and its members. 
As their industry has grown, Canco has 
kept pace and is today Florida’s largest 


Long a symbol of service 
to the Florida Canners Association 


AMERICAN CAN COMPANY 


New York «+ Chicago « San Francisco 


supplier of cans for citrus products. 
Canco research has contributed sub- 
stantially to the success of both single- 
strength and frozen juices and the 
processing of sections. The paper con- 
tainer for juices is a recent Canco 
development. 

Canco is proud of its relationship 
with this progressive organization and 
the dynamic industry it represents, and 
confidently looks forward to their con- 
tinuing growth. 
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FLORIDA PRODUCTION OF CANNED CITRUS ‘‘ ( 
SEASON OF 1955-56 Florida Canned 


Compiled by Florida Canners Association Citrus Week 


Grapefruit Broken Sw. Grf. Unsw. Grf. Sw. Orange Unsw. Orange 
Sections Sections Juice Juice Juice Juice 
Acting for Governor Calling, the Flor. 
x 54.668 »798 2,588,737 .933,66% »378, +240,867 
18/Ra07 233,548 ida Canners Association has shipped gift 
ere sn sieosiexe 524,711 1,757,092 257,192 cartons of fancy canned grapefruit sec- } 
29,458 8,007 6.024 tions to governors of the other 47 states 
24/1207 60,266 71,237 as a means of calling national attention 
to Citrus Canning Week in Florida, Ans- 
Conv. No. 28.0... 202,947 6.607 es 71,583 ley Watson, Dade City, Association pres- 
5,216,046 249,016 4.417.915 7.448.831 10,728,078 «6,042,673 ident, reports. 
1,551,966 206,887 4,487,910 8,867,254 8,553,483 6,946,272 
Sweetened Unsw. TangerineOre. Tang. Grf. Tang. Citrus Orange The governor's proclamation setting 
Blend Je. Blend Je. — Juice Blend Blend Salad Sect. the dates of October 21-27 as Florida Cit- a 
24/2 452.756 BRB 62.566 2145 rus Canning Week pointed out that “the 
1,791,218 1.614,268 889,582 vast canning and freezing industries, 
ae 360 Bch which have made possible the widespread 
se = distribution of Florida citrus products 


3.223 32,377 


throughout the United States and _ to 
foreign lands, return nearly $350,000,000 


Sol. Sives 

4,332 annually to the economy of the state, pro- > 
2,385,626 2,092,488 458,728 20 675 763,297 viding many benefits to the citizens.” 
2,765,509 2,499,365 555,213 20 843 676,202 


Grand Total Basis 24/2 Cans—-39,608,748. Florida is the greatest citrus producing 


area, and its canning-freezing industry is 
FLORIDA PRODUCTION OF CITRUS CONCENTRATE the biggest fruit processing operation in 
SEASON OF 1955-56 the world, Mr. Watson pointed out. Flor- 


ida processors used a record 84,000,000 
Frozen Processed Frozen Processed 


Sizes Orange Orange Grapefruit Grapefruit Frozen Frozen boxes out of the 134,000,000-box crop of > 
& Tangerine Blend Tangerine oranges, grapefruit and tangerines in 
20,927,605 SA 12,183 SA 283,932 421,834 the 1955-56 season. 
1,421 SA 851,801 US 629,378 
US 346,359 Various 
5,180,641 Various SA 10,275 Sizes The Florida Canners Association, com- 
ther Sizes converte Sizes SA 418 . : 
302,761 “SSA 69,726 US 1,873 100 posed of the 47 firms in the state which 
12/32-07. 1,991,900 US 30,597 put up more than 90 per cent of the na- 
Other Sizes converted at" : 
20,552 tion’s canned and frozen citrus products, 
Total Cases all Sizes... 28,434,881 1,320,941 915,601 421,934 is celebrating its 25th anniversary this 
Total converted year, with the Silver Anniversary conven- 
65,498,722 699,427 34,3 74,86: 94.97 
4,084,546 tion to be held October 24-27 in Holly- 
Bulk Gallons 13.826,924 1,004,661 42,147 303,704 
Gross Gallons 79,320,646 1,085,697 2,704,088 55,774 woot oacn. 
Less Reprocessed ........ 9,096,592 192,257 159,581 .- 
Net Gallons 70,224,053 1,085,697 2,511,831 55,774 954,142 618,986 


In his Citrus Canning Week proclama- 
tion issued at Tallahassee Governor Col- 


FLORIDA ANNUAL PACKS 1940-41 TO 1955-56 lins said in part: “Whereas, the Florida 


Canners Association, this year celebrat- 
“ocesse froze frozen . . 
Cone. Conc. Grapefruit ing its 25th Anniversary, has, in the 
Orange Juice Orange Juice Cone. 3 ‘t spe ‘ter j rovided 
YEAR (Gallons) (Gallons) (Gallons) short — of @ quarter centul YP id 
—— —— the inspiration and guidance that has 
1940-41 65,000 P 
93°000 helped the state’s canning industry to 
1942-43. 1,882,000 realize its preeminent position, and 
4 q 
| whereas, tens of thousands of the state’s 
1945-46. 244.000 226.000 page es people in citrus growing, citrus process- 
1948-49... 1,997,000 10,282,000 116,128 tion and allied fielcs, together with their 
families, have benefited through employ- 
| ‘030. 1,007,564 ment wages provided by the canning and 
: “Now, therefore, I, LeRoy Collins, by 
; Processed : virtue of the authority vested in me as 
Processed Frozen Blend and Frozen do her 
Grapefruit Blend Tanverine Tancerine Governor of the State of Flovida, do here- 
(Gallons) _ (Gallons) by preclaim the period of October 21-27, 
1948-40 18.728 1956, as Citrus Canning Week in Florida, 
1950-51. 47 707 "O45 106 and urge all the citizens of the state to 
= —_— 58 pay tribute to those in the industry who 
96 have made such great and lasting con- 
vs 31,260 ; 45 877,011 tributions to our economy en] to the good 
: health and well being of the people of the 
United States.” 
14 THE CANNING TRADE - October 15, 1956 
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Frozen Pea Pack Sets All Time Record 


The 1956 pack of frozen green peas 
skyrocketed to an unprecidented 352,215,- 
604 pounds, according to the preliminary 
survey just completed by the National 
Association of Frezen Food Packers. This 
represents a 52 percent increase over the 
231 million pounds record of 1955. 

The spectacular increase in Western 
production—79 perceat greater than last 
year—is largely responsible. The pack 
in that region alone—principally in Cali- 
fornia, Oregon, and Washington—was 
greater this year than any previously re- 
corded United States total pack. A 19 
percent increase was reported in the 
fast and South, while poor growing con- 
ditions early in the season were reflected 
in a 23 percent decrease in the Midwest, 
as compared with 1955 production. 

Container size usage generally fol- 
lowed the traditional pattern, but with 


THE 1956 PACK OF 
FROZEN GREEN PEAS 


Com;iled by National Association of Frozen 
Packers 


TOTAL UNITED STATES PACK 


PACK BY RUECION 
Preliminary 


1954 1955 1956 
Region Pounds Pounds Pounds 
East & South.. 41,781,992 55,111,620 65,354,214 
Midwest .......... 19,086.412 27,749,513 21,420,848 
West 148,355,177 265.440,542 


Total 231,216,310 352,215,604 
PACK BY SIZE OF CONTAINER 
Preliminary 


1954 1955 1956 

Size Pounds Pounds Pounds 
10) OUNCE 132,565,2 163,764,010 
1, & unde 23,3 5,379,453 
2% pounds .... 30,172, 60,315,401 
1 & 5 pounds.. 508.330 
10 Ibs. & 

1,791,456 1,655,199 2,969 474 
50° pounds 1,824,964 868,324 107,330 
5) pounds ...... 14,898,845  1°,528.921 1$,048,079 
Over 19 The.t.. 36 667,731 11,875,634 71,631,757 

206,854,061 231,216,310 352,215,604 


* Chicfly 12 oz. packages. 
* Entirely 3 Ib. containers in 1955 and 1956. 
t Predominantly 55-60 Ib. containcrs. 
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certain significant modifications. The 10 
ounce package remains the vastly domi- 
nant retail size. However, the sharply 
increased use of the 12 ounce package in 
1956 marks abrupt reversal of the trend 
away from this size in recent years. The 
2! pound size continues to dominate the 
small institutional pack. The 3 pound 
size shows some increase in popularity, 
but no use of 4 and 5 pound containers 
was reported this season. The bulk pack 
in large sizes, 50 to 60 pounds cases for 
the mest part, accounted for about one- 
third of the total 1956 production. 

According to custom, some of the 1956 
pack as reported in the preliminary total 
will be incorporated in such products as 
peas and carrots and mixed vegetables. 
These figures will appear in the final 
tabulation of the over-all 1956 pack of 
frozen vegetables. 

Further details of the 1956 frozen 
ereen pea pack by region and container 
size appear in the accompanying tables. 


NEW YORK MARKET 


Good Spot Demand At Going Prices—Toma- 

toes Strengthen—Bottom Reached On Corn 

—Beans Reutinc—-Interest In Sweet Pota- 

toes—Apple Prices Named—Fish Strong— 
Fruits Fairly Active. 


By York Stater” 


New York, N. Y., Oct. 12, 1956 


THE SITUATION —A broader spot 
demand was noted in many sections of 
the canned vegetable market. This did 
not, however, bring about any price 
changes. The belief prevailed that with 
some removal of surplus holdings there 
may follow such a trend. 

The buying is long overdue for many 
are carrying limited stocks. A _ strong 
spot is in tomatoes with reports that 
some sales made in Maryland cannot be 
Alled now. These were sold by various 
interests at relatively low prices for 
standards 303s, but canners will not meet 
all offers at that level. 

There is also interest in canned fish, 
especially salmon, sardines and shrimp. 
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Stocks are very light, in fact some salmon 
items are actually unobtainable. As for 
imported fish, the scarcity of sardines 
was attracting attention with supplies 
out of Norway and Portugal sharply 
lower, and production this year the small- 
est in many seasons. 

There is a good movement in fruits, 
which is largely against contracts placed 
some time ago. 


THE OUTLOOK — From all indica- 
tions the general canned food market is 
shaping up well, with the trade antici- 
pating a healthy trade during the Fall 
and early Winter months. There are al- 
ready signs of tight stocks, especially in 
tcmatoes and products and with some 
pea sizes, especially 10s. A steady con- 
sumer movement is noted in many other 
items and with no sales pressure to speak 
of, the outlook is for steady prices for 
some time. . 

There is no telling what the price posi- 
tion will eventually be in many of the fish 
items. Supplies are already short, but 
where advances have been named buyers 
appear ready to follow. As for fruits, 
the market is firm and likely will remain 
so for many items. 


TOMATOES — A better demand has 
developed, with the improved buying at- 
tributed to the colder weather. Prices are 
firm and most sellers are unwilling to 
shade $1.22% for standards 303s f.o.b. 
Maryland shipping point. The lowest 
price heard on 2's is $1.95 with many 
sellers demanding up to $2.05 while 10s 
are quoted at from $7.25 to $8.00 per 
dozen, f.0.b. 

Canning is at a virtual end in all areas 
due to weather conditions. Offerings out 
of New York State are at a minimum. 
West Coast reports remain quite favor- 
able, but so far there have not been any 
important offerings made to this market. 
Some feel that as the season advances 
and the shortages develop here buvers 
will eventually turn to the West Ccast 
despite the relatively high freight rates. 


CORN—While there were no special 
price advances, the market in a way is 
featured by the absence of further price 
declines. The trade in a number of in- 
stances appears to be certain that the low 
of the market has been reached. Busi- 
ness is possible on the basis of $1.20 to 
$1.25 for standard whole kernel golden, 
$1.25 to $1.80 for extra standard and 
$1.35 to $1.40 for fancy. On fancy whole 
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kernel golden mid-west sellers were mov- 
ing corn at $1.35 to $1.40 and standard 
cream style at $1.15 to $1.20. The supply 
position remains burdensome, but the 
trade impression is that many outlets 
are not carrying any surplus stocks and 
that once the market reaches a stabilized 
basis improvement will follow. 


SNAP BEANS — Aside from routine 
call there is not much interest in this 
market. However, prices appear to hold 
well. For extra standard ungraded, wax 
303s, the market was quoted at $1.35 to 
$1.40, with standard greens 303s, un- 
graded at $1.10 to $1.15, both f.o.b. East- 
ern shipping point. There were offerings 
out of Texas on standard 3 sieve cut, 
308s, at $1.20, 4 sieve at $1.15 and 5 sieve 
at $1.10, per dozen, f.o.b. 


SWEET POTATOES—Interest in this 
product should increase substantially 
with buyers seeking holiday require- 
ments. The new pack is not starting in 
Eastern areas as rapidly as expected. 
Firm prices are reported in most quar- 
ters and the market is helped by the 
absence of any worthwhile carryover. 
On 303s, fancy whole, as to count in 
syrup were at $1.50, with 3 squat whole 
in syrup available at $2.10, both per 
dozen, f.o.b. cannery. 


APPLES & APPLESAUCE — New 
pack prices covering both canned apples 
and applesauce are now on the market. 
Demand is good, some buying being noted 
for holiday needs, while the quantities to 
be packed apparently will average below 
last season. There was a smaller crop 
in the East and coming on top of the 
short packs the year previous, brought 
about a rather firm opening level. 

New pack apples, sliced 7 lbs., f.o.b. 
Eastern centers are quoted at $11.75 for 
10s and $2.35 for 2s. On applesauce the 
opening range was $1.00 for 8 oz. $1.70 
for 303s, and $8.50 for 10s, also f.o.b. 
shipping point. In glass 15% oz. apple- 
sauce quotations were $1.75 per dozen, 
f.o.b. Increased production costs, includ- 
ing wages, tinplate and prices to growers 
are important factors in the price up- 
turn. 


Salmon offers included fancy Copper 
River sockeyes at $21.00 for halves, flat, 
and the same basis for fancy Alaska 
sockeye reds, both per case f.o.b. cannery. 
Fancy Copper River chinooks were re- 
ported moving at $18.50 and also fancy 
Alaska Kings. Ocean caught cohoes were 
quoted at $16.00 and medium Alaska reds 
at the same price. Pink salmon was 
$13.00 and Alaska chums $12.00 all per 
dozen, halves, f.o.b. shipping point. On 
ls pink Alaskas the market was $23.00 
per case, f.0.b. 


While there was no change in the tuna 
price basis the feeling was that an up- 
turn may be coming in white meat alba- 
core that would match the recent gains 
in the light meat, f.o.b. shipping center. 
The low point of the market among the 
big canners is the price set under a na- 
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tionally advertised brand. This offering 
was $14.75 for halves, white meat alba- 
core and $13.00 for chunks. Light meat 
solid pack halves was $12.50 and chunk 
style $11.00. There were also offers of 
grated tuna halves at $7.50 under an- 
other label, per case f.o.b. shipping point. 


Maine sardines were well established 
at $8.00 per case f.o.b. shipping point. 
The market was strong and the offerings 
limited. Meanwhile, demand was _ re- 
ported as quite broad. Another import- 
ant strong point was that of shrimp. 
Prices are at the high around $4.50 to 
$4.75 per dozen, medium f.o.b. Gulf ship- 
ping points. The fresh markets were 
actively bidding for supplies and running 
the price of the raw fish to a point where 
canners can hardly compete. 


CANNED FRUITS—Good demand for 
canned fruits, especially in cling peaches, 
with good movement against contracts 
already placed. The peach pack is not 
expected to be as large as reported earlier 
in the season, a part of the crop failing 
to mature as rapidly as looked for. The 
market is meeting a more than average 
demand also from the fact that the car. 
ryover was small, while many outlets 
were without any stock following the 
short pack of the year previous. Choice 
clings 303s were quoted at $1.70 to $1.75, 
with 10s at $9.50 to $9.70 per dozen, 
f.o.b. California. 


Apricots are holding well and moving 
in a satisfactory manner. While the crop 
was short as compared with last year, 
there was a fairly liberal carryover so 
that supplies in a salable position are 
not quite as limited as anticipated. How- 
ever, there appears to be but little shad- 
ing in the open market. 


The real shortages in fruits will be ber- 
ries this year, with the exception. of 
strawberries. The demand for blueber- 
ries, boysenberries, and raspberries is 
the strongest seen in many years and the 
offerings probably the smallest. Straw- 
berries are plentiful and the market has 
been weak, but of late there has been a 
tendency toward a little better price level. 


CHICAGO MARKET 


Replacement Buying At High Level—Heavy 

Kraut Pack In The Making, Prices Hold— 

Beets Weaken — Packing Carrots — Heavy 

Corn Movement In The Offing—Tomatoes 

Routine—Seller Market On Peas—tInterest 

in Applesauce—Citrus Quiet—West Coast 
Fruits Firm. 


By “Midwest” 


Chicago, IIl., Oct. 12, 1956 


THE SITUATION — Despite the ab- 
sence of any real forward buying, busi- 
ness here continues to be good simply be- 
cause replacement buying is being main- 
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tained at a high level. Distributors are 
moving canned foods and stocks must be 
replenished accordingly. Mrs. Housewife 
apparently has the money to spend for 
food and is doing just that. Furthermore, 
the economic experts are predicting ex- 
cellent general business conditions during 
the remainder of this year and even bet- 
ter ones during 1957. Food is the most 
important item in the average family’s 
budget so with income on the upswing 
food will reap a great deal of the benefits. 


Canned foods are a major part of the 
overall food picture and the current de- 
mand is good and should continue that 
way right through the entire season. 
Currently, shipments of both kraut and 
pumpkin coming into this market are 
heavy as the real consuming season for 
these items gets under way. Corn ap- 
pears to have settled down somewhat and 
once the trade have any confidence the 
bottom has been reached, corn will really 
sell at today’s prices. Applesauce too, 
is coming in for considerable attention 
at present as all indications point to 
higher prices in the offing. Actually, 
there are a few soft spots currently that 
are causing some headaches but the over- 
all picture does justify confidence, at 
least in the opinion of the writer. 


KRAUT—Cutting of cabbage and can- 
ning of kraut is in full swing in Wiscon- 
sin and all conditions still point to an 
excellent pack. So far tonnage has been 
heavy and while extremely dry weather 
has cut into later tonnage receipts, final 
total figures will be away over those of 
last year. The anticipated heavy pack 
has left the trade with little confidence 
in the market but this attitude has not 
prevented them from covering on current 
requirements which have been heavy. 
The market continues at $5.40 for fancy 
tens, $1.60 for 2%s and $1.15 for 303s. 


BEETS — Here is another item now 
going into cans in a big way and it looks 
like a much larger pack than last year. 
Canners are having their difficulties try- 
ing to maintain original opening prices 
which did reflect higher packing costs. 
However, some of the anxious sellers 
have been cutting prices and the general 
market is anything but strong. Most 
sales of fancy sliced beets are currently 
moving at $6.25 for tens and $1.25 for 
303s which is down from opening levels. 
Salad sliced are bringing $5.00 to $5.25 
and $1.05 while diced and shoestring are 
going at $5.50 and $1.10. It will take a 
little time to stabilize this market. 


CARROTS—Local canners are now in 
full swing on the 1956 pack of carrots 
and so far everything appears to be just 
about normal. Only a few canners have 
quoted prices on the new pack but where 
they have fancy diced are listed at $1.10 
for 303s and $5.50 for tens. Fancy sliced 
are bringing $1.25 and $7.25 while fancy 
whole in tens are quoted at $7.25 for 
50/ov., $7.75 for 85/ov. and $8.00 for 
100/ov. 
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CORN—Corn is beginning to move and 
once buyers are convinced the bottom has 
been reached, movement will be heavy be- 
cause today’s prices represent a real bar- 
gain and merchandise always moves at 
bargain prices. Furthermore, the qual- 
ity of the pack is excellent which gives 
every distributor another excellent rea- 
son for featuring corn during the year. 
Fancy grade, both whole kernel and 
cream style, is now at a bottom of 90 
cents for eight ounce, $1.30 for 303s and 
$8.00 for tens. Standard grade is listed 
at $1.05 and $6.50 and that means 303 
tins will be selling here at 10 cents retail 
which will sell a lot of corn. 


TOMATOES — The local pack has 
ended except for a few tag ends but Chi- 
cago buyers still cannot work up any 
enthusiasm about tomatoes. Buying is 
only routine on a market that is some- 
what on the weak side. No figures on the 
pack are available as yet but distributors 
here are inclined to feel that they will 
be ample and when added to a huge pack 
on the Coast, may make a difference in 
present pricing arrangements. At the 
moment, standards are bringing $1.30 for 
303s and $8.00 for tens with extra stand- 
ards at $1.45 to $1.60 and $8.25 to $8.75. 


PEAS—tThis will be a seller’s market 
all the way this year as supplies are just 
not going to be sufficient to care for de- 
mands. The trade are finding already 
that they need a friend when looking for 
lower grades and that includes both 
standards and extra standards. Tens are 
particularly tight with standard fours 
tightly held at $7.25 with extra standard 
fours at $8.00. The only items offered on 
the open market are various grades of 
sweets and these are mostly fancy grade. 


APPLESAUCE — Interest in apple- 
sauce has been good for some time in 
view of early reports pertaining to the 
anticipated reduced crop. Considerable 
sauce was sold here out of the old pack 
just recently at prices which were lower 
than current quotations. Nevertheless, 
there is still an excellent demand for 
sauce as there seems to be little doubt 
about prices going higher before they 
ever go lower again. Most of the indus- 
try is holding fancy sauce at 95 cents 
for eight ounce, $1.60 for 303s and $8.25 
for tens and in many cases sellers have 
already announced dates for higher pries. 


CITRUS — This market is quiet as 
more and more canners find themselves 
in the position of being sold up. Prices 
are firm where goods are available ex- 
cept in the case of sugar added orange 
juice. Unsold stocks are down to a mini- 
mum and it looks like any carryover will 
be confined to early pack sugar added 
juice. Prices on the new pack which is 
now almost upon us have not been deter- 
mined but canners are a little unhappy 
about talk about raw stock costs. Sales 
are confined almost entirely to shipments 
against early contracts. 
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WEST COAST FRUITS—There is not 
much in the way of excitement where 
fruits are concerned but the market gen- 
erally is firm. There has been an excel- 
lent pack of pears in California which 
will help to offset the small pack in the 
Northwest. Canners in the latter area 
are selling on the basis of $3.60 for 
choice 2%s with tens at $13.00 while 
California processors are generally list- 
ing their offerings at slightly less money. 
Better grades of apricots in tens appear 
to be getting short and buyers are find- 
ing it difficult to locate the kind and 
quantities they require. Spot lists on 
sweet cherries are pretty ragged looking 
and prices are very strong. 


CALIFORNIA MARKET 


Market Generally Firmer — Heavy Tomato 

Deliveries Continue—Exports Clear Aspara- 

gus Situation—Pro-rating Some Peaches— 

Apricot Movement Improves — Applesauce 

Active—Packing Sardines, Prices Named— 
Salmon Season Ends. 


By “Berkeley” 


Berkeley, Calif., Oct. 12, 1956 


THE SITUATION—A rather firmer 
market for quite a few items in the Cali- 
fornia canned fruit and vegetable list 
is reported, with some prorating on the 
part of packers of featured lines. Here 
and there price advances are being made 
and opening lists are being better main- 
tained than in recent weeks. Shipping 
has also picked up somewhat by both rail 
and steamer. Record deliveries of toma- 
toes to canners are being made and to 
date there has been almost no setback 
from rain, although showers have been 
reported from widely separated districts. 
The canned tuna situation is clearing 
somewhat, with featured brands advanc- 
ing in price. The sardine season has 
opened and some canners have named 
prices. 


DRY BEANS—Prices on dry beans 
have declined somewhat during the week, 
now that harvesting of the new crop is 
well underway. Canners are still buying 
for immediate requirements only and the 
index number of dry bean prices has de- 
clined two points to 194.6, compared with 
193.3 a year earlier. Large Limas still 
command former prices, but new crop 
Blackeyes, Baby Limas, Pinks and Small 
Whites show declines. The latter are now 
quoted at $8.20 to $8.30 per 100 pounds. 


TOMATOES—Tomatoes are still roll- 
ing into California canneries in record 
breaking quantities, with record deliv- 
eries in each of the last three weeks. For 
the week ending September 29, deliveries 
amounted to 372,886 tons, bringing the 
total for the season to date to 1,627,044 
cases. Canners have been pushed to han- 
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dle deliveries and some have been operat- 
ing on a seven-day week basis, with over- 
time. Considerable quantities of toma- 
toes that would have gone normally into 
fancy peeled pack have gone instead into 
juice and puree. This has resulted in a 
firmer market for peeled, with some can- 
ners withdrawn on this item until the 
situation clears. Fancy peeled tomatoes 
are priced at around $2.50 for No. 2%s 
and $1.75 for No. 303. 


ASPARAGUS — Some canners of 
asparagus are reporting the best export 
demand for the season to date that has 
been enjoyed for several years. The new 
season got under way with a rather 
larger carryover than usual, but about 
the time the canning season came to an 
end business came from unexpected 
sources. It is the general feeling of the 
trade that stocks now on hand can be 
moved before next spring, with a limited 
carryover, if any. Prices are quite uni- 
form, with green-tipped and white in the 
No. 2 size moving at about $4.10 in colos- 
sal, mammoth, large and other sizes 
above small and ungraded. Last season’s 
pack was priced higher and moved much 
more slowly. 


LIMAS—Green Lima beans of Pacific 
Northwest pack are being moved at $1.50 
for extra standards in No. 303, while fea- 
tured brands in this size are priced at 
$2.25 and buffet at $1.271%4. Extra stand- 
ards in the No. 10 size are quoted at $9.25. 


PEACHES—While the California pack 
of cling peaches has been a very large 
one, some items are in short supply and 
already pro rate deliveries are being an- 
nounced. Fruit ran to unusually large 
size, making it difficult for canners to 
make their usual packs in the No. 303 
size can and it is on this item that a near- 
shortage exists. Some deliveries of No. 
10 halves, especially in the choice grade, 
are also being prorated. Quotations on 
this item average about $9.85 a dozen. 


APRICOTS — An improved movement 
on apricots has been noted of late with 
special emphasis on No. 10s, with some 
interests suggesting an upward change 
in prices in the near future. Recent sales 
have been reported at these prices: 
Fancy, halves of whole peeled, $12.75; 
choice, halves of whole peeled, $11.25; 
standard halves, $10.00; water, halves, 
$8.60 and solid pack pie, $11.75. 


APPLESAUCE—The demand for Cali- 
fornia applesauce has picked up some- 
what of late, with prices rather more 
firmly maintained. A smaller pack than 
that of last year seems in sight. No. 303 
choice is quite firm at $1.40 and No. 10s 
at $8.50, with fancy moving at $1.55 and 
$9.00, for these sizes respectively. These 
prices are for Gravensteins, featured in 
the Sebastopol district. 


SARDINES—The sardine canning sea- 
son is now under way in all California 
districts and some prices on 1-lb. ovals 
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have made an appearance. These are 
largely on the basis of $7.50-$7.75 for 
cases of 48 tins, and $3.95 for cases of 
24. These ave for the regular pack in 
tomato sauce, but it is announced that 
some canners pian to make a pack in 
mustard sauce. Frices to fishermen have 
not been fully agreed upon, but deliveries 
are being made cn a tentative basis in 
some districts. Settlement of vessel price 
negotiations is predicted on a $47.50 a 
ton basis. 


SALMON—The salmon canning sea- 
son in Alaska has come to an end and fig- 
ures on the pack will soon be available. 
Prices on canned salmon are unchanged 
from recent reports. Medium red halves 
are very closely sold up and Copper 
River chinook halves are virtually off the 
market. A good pack of chum salmon 
was made in most districts. This item is 
moving at $21.00 a case ior 1’s tall, and 
$11.50 for halves. 


THE CANNING INDUSTRY’S 
PLACE IN WORLD-FEEDING 


(Continued from Page 6) 


attendant with this approach are many 
technical problems which face the can- 
ning industry. 


He highlighted some of the more gen- 
eral problems pertaining to crop produc- 
tion and handling, use of chemical addi- 
tives, manufacturing special purpose 
foods, the nutritive aspects of canned 
foods, container and packaging require- 
ments and reviewed specific problems re- 
lating to cannery operations and process- 
ing techniques. Some U.S.A. trends were 
discussed, including the decline of batch 
prvcessing methods in favor of continu- 
ous operation, striving for higher quality, 
greater convenience and lower costs. New 
developments in processing techniques, 
such as higher temperature-short time 
sterilization, aseptic canning, and radia- 
tion preservation of foods were reviewed 
in Mr. Heinen’s talk and the problems 
they portend were discussed. 


Mr. Heinen concluded that “although 
tremendous technical advances have been 
made in the field of canning in the past 
30 years, this knowledge has not been 
applied to the extent that it could be; 
certainly not to the extent that it must 
be if we are to adequately feed the ex- 
panding world population in an adequate 
manner and at a price it can afford to 
pay.” He stated further that “the can- 
ning industry can help to aileviate the 
total world-feeding problem by doing an 
even better job than it is now dcing and 
taking better advantage of available 
technical knowledge, materiais and meth- 
ods to improve crop production, product 
handling, canning, packaging and dis- 
tributing operation.” He emphasized the 
fact that “the application of advanced 
technelogy to increase production and 
lower operating costs will mean greater 
availability lower prices, and broader 
markets for canned foods.” 
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TOMATO PASTE FOR 
SCHOOL LUNCH 


An offer to buy canned tomato paste 
packed during 1956, for use in the school 
iunch program, is announced by the U. S. 
Department of Agriculture. Offers will 
be considered cnly on tomato paste 
packed in No. 10 size cans. Purchases will 
be made on an offer and acceptance basis, 
using funds appropriated under the Na- 
tional School Lunch Act. 

Invitations to offer canned tomato 
paste for school lunch use, including de- 
tailed specifications, are being mailed to 
canners. Offers should be submitted to 
the Fruit and Vegetable Division, Agri- 
cultural Marketing Service, U. S. Depart- 
mont of Agriculture, Washington 25, 
D. C., not later than 4 p.m. (EDT), Octo- 
ber 19 for acceptance not later than Octo- 
ber 26. Delivery will be required during 
the period November 5, 1956, through 
December 3, 1956. Details concerning this 
purchase may be obtained at the above 
address; telephone REpublic 7-4142, ex- 
tension 2781. 


GOVERNMENT WANTS 
General Services Administration, 7th 
& D Streets, Southwest, Washington 25, 
D. C., has asked for bids on the follow- 
ing requirements: 


APPLES—1,000 cases 6/10 Grade C, 
standard, Canned Apples, packed in ac- 
cordance with Federal Specification No. 
Z-A-611b. 

APPLESAUCE — 2,200 cases 6/10 

fancy, Grade A, Applesauce, packed in 
accordance with Federal Specification No. 
Z-A-621b. 
APPLE JUICE—516 cases 12/46Z, Grade 
A, fancy, unsweetened, Apple Juice, 
packed in accordance with Federal Speci- 
fication No. Z-A-623. Opening date Octo- 
ber 25. 


BETSY ROSS GRAPE JUICE 
WINS GOLD MEDAL AWARD 


Betsy Ross California Grape Juice was 
the winner of the coveted Gold Medal 
Award for first prize in the California 
State Fair and Exposition’s grape juice 
division, Jack Doyle, president of the 
Real Gold Company of Redlands, Cali- 
fornia has announced. The first prize 
award was based on flavor, color, clarity, 
purity and aroma. A Betsy Ross Division 
of the Real Gold Company has_ been 
formed to handle the marketing of single 
strength fruit juices, staple commodities 
and essential oils. H. E. Price, formerly 
Real Gold’s Eastern Division Sales Man- 
ager, was named as head of the new 
Betsy Ross Division. 


“A man’s judgment is no better than 
his information.” Kecp key employees 
posted through “The Canning Trade” 
each week. Five or more subscriptions, 
one order, same expiration date to one 
company, separately addressed, $3.00 cach. 
Saves 25%. Order now. 


FREESTONE PEACH PACK 


The 1956 California pack of canned 
freestone peaches, converted to cases of 
24 No. 2% cans, was equivalent to 4,493,- 
369 cases, according to a report issued 
September 29 by the Canners League of 
California. The pack consisted of 4,155,- 
150 cases of Elbertas and 338,219 cases of 
Lovells and all other varieties. 

This yeai’s pack compares with a pack 
last year, on a 242% basis, of 3,006,751 
cases, consisting of 2,832,212 cases of 
Elbertas and 174,539 cases of Lovells and 
all others. 


Conventions and Schools 
(Continued from page 3) 


FEBRUARY 10-18, 1957 — COOPERA- 
TIVE FOOD DISTRIBUTORS OF AMERICA, An- 
nual Convention, Statler-Hilton Hotel, 
Dallas, Tex. 


FEBRUARY 12-13, 1957—NEW YORK 
STATE CANNERS & FREEZERS ASSOCIATION, 
Canners School, Agricultural Experi- 
ment Station, Geneva, N. Y. 


FEBRUARY 12-14, 1957 — TECHNICAL 
SCHOOL FOR PICKLE PACKERS, Kellogg Cen- 
ter, Michigan State University, East 
Lansing, Mich. 


FEBRUARY 13-20, 1957 — NATIONAL 
CANNERS ASSOCIATION AND ALLIED INDUS- 
TRIES, ANNUAL CONVENTION, 50th Anni- 
versary, Chicago, III. 


FEBRUARY 16-20, 1957 — CANNING 
MACHINERY & SUPPLIES ASSOCIATION, 
Machinery and Supplies Exhibition, Con- 
rad Hilton Hotel, Chicago, IIl. 


FEBRUARY 26 - 27, 1957 — 10WA-NE- 
BRASKA CANNERS ASSOCIATION, Annual 
Canners Conference, Iowa State College, 
Ames, Iowa. 


MARCH 14-15, 1957—1TRI-STATE PACK- 
ERS ASSOCIATION, Spring Meeting, Phila- 
delphia, Pa. 


MARCH 17-20, 1957—NATIONAL-AMER- 
ICAN WHOLESALE GROCERS ASSOCIATION, 
51st Annual Convention, Hotel Sherman, 
Chicago, 


MARCH 20-21, 1957—wIscoNnsIN CAN- 
NERS ASSOCIATION, Spring Meeting, Madi- 
son, Wis. 


MARCH 22-23, 1957 — UTAH CANNERS 
ASSOCIATION, 45th Annual Convention, 
Hotel Utah, Salt Lake City, Utah. 


MARCH 25-26, 1957—-cANNERS LEAGUE 
OF CALIFORNIA, 53rd Annual Meeting, 
Santa Barbura-ilumore, Santa Barbara, 


Calif. 


MARCH 28-29, 1957—sSouTHWEST CAN- 
NERS ASSO_IATION, Annual Meeting, Dal- 
las, Tex. 


MAY 10-11, 1957—PENNSYLVANIA CAN- 
NERS ASSOCIATION, Sales Clinic, Bedford 
Springs Hotel, Bedford Springs, Pa. 
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